Market Orientation of Small Businesses in West Michigan by Blankson, Charles
Seidman Business Review
Volume 8 | Issue 1 Article 9
1-1-2002
Market Orientation of Small Businesses in West
Michigan
Charles Blankson
Grand Valley State University
Follow this and additional works at: http://scholarworks.gvsu.edu/sbr
Copyright ©2002 by the authors. Seidman Business Review is reproduced electronically by ScholarWorks@GVSU. http://scholarworks.gvsu.edu/
sbr?utm_source=scholarworks.gvsu.edu%2Fsbr%2Fvol8%2Fiss1%2F9&utm_medium=PDF&utm_campaign=PDFCoverPages
Recommended Citation
Blankson, Charles (2002) "Market Orientation of Small Businesses in West Michigan," Seidman Business Review: Vol. 8: Iss. 1, Article
9.
Available at: http://scholarworks.gvsu.edu/sbr/vol8/iss1/9
--
--
Market Orientation of Small Businesses in West Michigan 

Charles Blankson. Ph.D. 

Department of Marketing. Seidman School of Business 

Introduction 

Amarket-oriented firm is one that successfully applies the marketing concept-which indicates that the key to organizational success is through the determination of the 
needs of the consumer target markets and satisfaction of these 
needs for profi t ancl!or achieving other objectives. A market­
oriented company must do this more effectively and efficiently 
than competitors. While researchers have found a relationship 
between market orientation and the performance of the business, 
it is not clear whether the market orientation concept is actually 
appreciated and implemented by the small business owners. 
Given the increasingly competitive thrust of the US marketplace, 
small businesses are likely to face greater threats for survival. 
There is the need to analyze the market orienta tion of small 
businesses in view of the scant research activities aimed at 
examining marketing practices in the small business sector. The 
current study adapts a market orientation framework and applies 
it in the small business sector. The basic aim of this research has 
been the assessment of market orientation within the West 
Michigan small business sector. More specifically, the objectives of 
this study are to: (a) ldentify the factors/strategies underpinning 
market orientation within the small business sector using a 
market orientation framework and (b) assess the appropriateness 
of the latter framework in the small business sector. 
Methodology 
Following a pilot study-involving covert and overt observation 
of small businesses in West Michigan (downtown Grand Rapids, 
East Grand Rapids , Kentwood, and Kalamazoo), a postal survey 
was conducted The items used in the questionnaire were based 
on as-point likert scale (ranging from 1= totally disagree/not 
important to 5= totally agree/very important) . 
A database on small businesses held by the Small Business 
Development Center (SBDC) of Grand Valley State University 
provided the sample from which the population of small 
business owner-managers in West Michigan was obtained . In 
all, 500 questionnaires were mailed to a pool of randomly 
selected small business owner-managers. The survey resulted in 
the return of 103 usable questionnaires ou t of the 108 received . 
This gives an effec tive response rate of 21 %. 
Table 1 Principal Component Analysis 
Variable Communality Factor Eigenvalue % of Variance Cumulative % 
Customer service 0.378 1 4.031 22.397 22.397
- .. 
Business risk(s) (e.g. loans) 0.536 2 2.610 14.502 36.898 
Staff problems 0.530 3 2.027 11.260 48.159 
Staff relationship 0.773 4 1.210 6.724 54.883 
Staff/Management meetings 0.544 5 1.123 6.6238 61.121 
Reward system such as extra pay . 0.639 
Staff commitment 0.769 
Motivation/esprit de corps 0.709 
Awareness of market environment 0.640 
Level of competition 0.635 
Technological systems used 0.654 
Formal market research 0.589 
Changing customer needs 0.636 
Business is profitable 0.733 
Customer base is growing 0.470 
Turnover 0.454 
-
Short term objectives are met 0.643 
Long term objectives are met 0.670 
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Table 2 Internal Consistency of Final Structure 
Constructs/Items 	 Number Item-Total Weighted Cronbach 
of Items Correlation Mean aValue 
Factor/strategy 1 (Awareness of Market Environment) 
Technological systems used 4 0.6082 3.9314 0.7760 
Awareness of market environment 0.6068 
.. -. ­
--_. --- -- - ­
Responding to changing customer needs 0.5689 
Formal market research undertaken 	 0.5221 
~~-
Factor/strategy 2 (Concern for StaHl 
Reward systems such as extra pay 	 3 0.5411 4.2589 0.6492 
= Staff problems 0.3868 
Staff/management meetings 0.4686 
Factor/strategy 3 (Profitability) 
Long term objectives are met 3 0.4735 3.6667 0.6611 
Short term objectives are met 0.5527 
Business is profitable 0.4045 
Factor/strategy 4 (StaH Motivation) 
Staff relationship 3 0.5272 4.0583 0.8035 
Motivation among staff members 0.7437 
Commitment from staff 0.7061 
Results 
The analysis shows that the 18 variables (that formed the basis 
of the questionnaire) explaining market orientation display high 
mean values. This suggests that the 18 variables are a reasonable 
fit for the small business sector data. In order to identify the 
underlying dimensions of the variables which are perceived to 
be important by the respondents (owner-managers), the 18 
variables were factor analyzed. I am aware of the limitations of 
the present database and the objections raised against factor 
analysis. But given the investigative nature of the study, it was 
felt that the present approach provided a useful insight into 
Lhe subject matter. A statistical analysis of the data (involVing 
principal component extraction and varimax rotation) was 
performed. The results are reported in Table 1. The results 
indicate the existence of five factors that collectively account 
for 61 per cent of the variance. Furthermore, there is evidence 
of the overall significance, albeit moderate, of the solution. 
Having established that the analysis has provided a stable solution, 
examination of the factors was performed. This was followed by 
assessing the reliability of the factor solution and re-specification 
of the factors. Subsequently; the four factors reported in Table 2 
were identified. The names of the strategies are derived from an 
item that conceptually relates to the rest of the items (sub-strategies) 
under a particular factor/strategy The derived factors/strategies 
appear to possess strong internal consistency In addition, the 
item-total correlations of the items are above the acceptable 
level of .3 (Table 2). This suggests that the factor solution offers 
a reliable explanation of the data and, therefore, provides a better 
understanding of West Michigan small business owner-managers' 
decision-making styles regarding practices of marketing. 
ldentiftcation of the Main Factors/Strategies: Following 
examination of the exploratory factor analysis results 
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and assessment of the reliability and conceptual coherency of the 
indicated factors/strategies, it appears that the four factors/strategies 
identified below represent a likely list of strategies underpinning 
market orientation in the West Michigan small business sector. 
Internal Consistency of Strategies 
Michigan Declares Second Tax Amnesty 
Continued from page 11 
enhanced enforcement campaigns to incite taxpayers into action 
to file for amnesty In fac t, Illinois conducted two tax amnesty 
programs in the 1980s. The first time lllinois conducted a tax 
amnesty in 1981-82 it was not successful in generating much 
revenue or many returns from taxpayers The second time lllinois 
conducted a tax amnesL y in 1984, it learned from the success of 
New York in generating 'HO I million; and Illinois engaged in a 
strong advenising campaign combined with enhanced enforcement 
measures to generate $160 million. 
The 1986 Michigan tax amnesty generated 128,000 tax retu rns 
from 75,000 individuals generating $109.8 million in delinquent 
tax and interest. About $69 million or 63% of the total was 
received from new filers and accounts receivable that would not 
likely have been collected otherwise. Over 45,000 new taxpayers 
either preViously "unknown" or identified by the Treasury 
Department filed 77 ,971 tax returns during the 1986 amnesty 
Individual income tax filers who came in under amnesty in 1986 
have a problem with marketing. There are four key factors/ 
strategies found in the results: 
• Awareness of the environment comprises four strategies 
considered by owner-managers to represen t issues 
pertaining to the awareness and a proactive willingness to 
assess changes in the market place. 
Factors/Strategies Number Cronbach (l 
of items (internal consistency) 
Awareness of market environment 4 0.7760 
Concern for staff 3 0.6492 

Profitability ___ 3 0.6611 

Staff motivation 	 3 0.8035 
Conclusions 
This stud y has examined the factors underpinning market 
orientation in the small business sector of West Michigan. 
The study provides support for the applica tion of the 
adapted market orientation framework and iL appears that 
small businesses in West Michigan are applying the market 
orientation concept However, this result is contrary to 
Stokes and Blackburn'sl contention that small businesses 
• Concern for staff is supported by three stra tegies aimed at 
providing good working environment and where concern 
for staff problems and their remuneration appear to be 
considered as important. 
• 	Profitability consists of three strategies which, collectively, 
portray issues geared toward ensuring the profitability and 
longevity of running the business 
• Staff motivation strategy incorporates three sub-strategies 
pertaining to issues ascribed to motivation among staff members. 
In the context of these results, small business owners-managers 
may want to reappraise their strategies based on their goals 
within their speCific environment. 
JSlokes. D. arld Blackburn, R. (J 999). "b mcprencursht p: Buildinr,lor the FUlurt' : 
UnpUblished pape r, Small BusiJ1ess R""':U1::b Crmer, Kingslon Uru\'erslty Busmess School, UK. 
typically filed on average 1.5 years of taxes and paid $664.82 in tax 
and $108.46 in interest. The profile of the "typical" individual 
income tax filer in amnesty was a male, self-employed profeSSional 
in the occupation of management or executive or sales with an 
adjusted gross income of over $56,000. About 2,500 new business 
tax filers came in during the 1986 amnesty and paid $12 million in 
back taxes and interest with an average of $6,079 for 2.1 years .4 
It will be interesting to see if the 2002 Michigan tax amnesty is as 
successful as the 1986 tax amnesty was in generating a large 
amount of revenue from a large number of taxpayer participants. 
The decline in IRS enforcement efforts during the past few years 
creates a ripe opportunity to bring in underreporting and non-filing 
taxpayers. However, the Illinois experience with its two amnesty 
programs in the 1980s demonstrates that tax amnesty programs 
that are not combined with a credible threat of enhanced 
enforcement or consequences for non-filing or payment of taxes 
are not very successful. 
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